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= Postojje predispozice jedince k urCitym ustdlenym formdm
POSTOJ chovani, mysleni a emocniho prozivani. Na rozdil od

( ATTI TU DE ) osobnostnich rysU se postoje vztahuji ke konkrétnim
objektOm, lidem ¢&i situacim.



Behaviordlni slozka - jak se chovdm?

= Postojje predispozice jedince k urCitym ustdlenym
HONION formdm chovani, mysleni a emocniho prozivani. Na rozdil
(A ]T[TUDE) od osobnostnich rysd se postoje vztahuji ke konkrétnim
objektim, lidem ¢&i situacim.




POSTOJ

(ATTITUDE)

Kognitivni sloZzka — co si o tom myslim?

Postoj je predispozice jedince k urCitym ustdlenym
formdm chovdni, mysleni a emocniho prozivdni. Na

rozdil od osobnostnich rysu se postoje vztahuji ke
konkrétnim objektum, lidem ¢&i situacim.



POSTOJ

(ATTITUDE)

Emocni (afektivni) slozka — jaké to ve mé vyvolavd pocity?

Postoj je predispozice jedince k urCitym ustdlenym
formdm chovdni, mysleni a emocéniho prozivani. Na

rozdil od osobnostnich rysu se postoje vztahuji ke
konkrétnim objektum, lidem ¢&i situacim.



= Postojje predispozice jedince k urCitym ustdlenym
POSTOJ formdm chovdni, mysleni a emocniho prozivani. Na rozdil
(A ]T[TUDE) od osobnostnich rysd se postoje vztahuji ke konkrétnim
objektim, lidem ¢&i situacim.




PRESVEDCOVANI (PERSUASION)

= Specifickd forma komunikace, které UCelem je zména adresatova postoje nebo chovani



JAK JINAK LZE MENIT CHOVANI?




JAK JINAK LZE MENIT CHOVANI?

= Manipulace
=  Ndatlak

=  Prikaz




PRESVEDCOVANI (PERSUASION)

= Specifickd forma komunikace, které UCelem je zména adresatova postoje nebo chovani v prostredi
svobodné volby



K CEMU JE TO UZITECNE?

=  Markefing
= Vychdzeni s kolegy
= Adopce novych procesy

= Fundraising

... Yase ndpady?




6 PRINCIPU PRESVEDCOVANI

Robert Cialdini

hology .
The Ps yfc Persuaﬂ on

ROBERT B. ¢JaL N PHD,



Sympatie

Reciprocita
6 PRINCIPU Socidlni schvdaleni
PRESVEDCOVANI :
Konzistence
Autorita

Vzacnost



1. SYMPATIE (LIKING) w@‘

LIKING

= SpiSe nas presvedci ten, kdo ndm je sympaticky

= Jak vznikaji sympatie? Podobnost a pochvala.



2. RECIPROCITA

RECIPROCATION

= Citime potrebu oplatit dobré dobrym (a naopak)

= Napr. drobné darky (= Bob Slonim, long-lapsed donors)




2. RECIPROCITA

Citime potrebu oplatit dobré dobrym (a naopak)

Napf. drobné ddarky (= Bob Slonim, long-lapsed donors)




3. SOCIALNI SCHVALENI (SOCIAL PROOF)

= Pokud si nejsme jisti, jak se zachovat, ndsledujeme jiné lidi.

= Cim jsou ndm bliz, tim je efekt siin&jsi

= - "Jizdarovalo 120 000 lidi"

= - jak se stoji ve vytahu?¢ https://www.youtube.com/watch2v=BgRoiTWkBHU



4. KONZISTENCE (CONSISTENCY)

e

¢ OMMITMENT

= Citime potrebu chovat se v souladu s fim, k Cemu jsme se v minulosti zavdzali/ co jsme rekli.

= SpiSe daruji krev, pokud jsem jiz objedndn



4. KONZISTENCE (CONSISTENCY)

= Footin the door technika: postupné navysovdani pozadavky




5. AUTORITA

AUTHORITY

Lidé poslouchaiji ty, ktefi maji autoritu
Autoritu Ize signalizovat artefakty (tituly, diplomy,...) nebo situacné

- Milgramova studie https://www.youtube.com/waich2v=mOUEC5YXV8U



https://www.youtube.com/watch%3Fv=mOUEC5YXV8U
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6. VIACNOST (SCARCITY)

==

g cARCITY

= Pokud je néceho nedostatek, spise to vnimdme joko hodnotné







Linda is 31 years old, single, outspoken, and very bright. She majored in philosophy. As a student, she was
deeply concerned with issues of discrimination and social justice, and also participated in anti-nuclear
demonstrations.

Which is more probable?

1. Linda is a bank teller.
2. Linda is a bank teller and is active in the feminist movement.



5 stroj0 vyrobi 5 aut za 5 hodin.

Za kolik hodin vyrobi 100 stroju 100 aut?



MENTALNJ
ZKRATKA, KTERA
PODAVA RYCHLE
HEURISTIKA | esenine
ROZHODOVACI A
POSUZOVACI
PROBLEMY




HEURISTIKA

Mentdlni zkratka, kterd poddavd rychlé a vétsinou spravné odpoveédi na rozhodovaci a posuzovaci
problémy.

“"Odpoved od oka”, intuitivni rozhodovani



SYSTEM 1, SYSTEM 2

= Heuristiky vyuzivaji System 1

= Véci mohou migrovat ze Systému 2 do Systému 1 fréningem a zkusenosti — napr. fizeni auta



System 1

Fast

O
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Unconscious

Automatic
\
Dechions NESE]
isi )\ &é
Error
prone

System 2

Slow

5,@5 Conscious

Effortful

Complex
Decisions

Reliable












5 stroj0 vyrobi 5 aut za 5 hodin.
Za kolik hodin vyrobi 100 stroju 100 aut?



SYSTEM 1, SYSTEM 2

= Heuristiky vyuzivaji System 1 —rychly, intuitivni, nendrocny

= Véci mohou migrovat ze Systému 2 do Systému 1 fréningem a zkusenosti — napr. fizeni auta



... dostupnosti

...reprezentativity



HEURISTIKA DOSTUPNOSTI (AVAILABILITY)

= Usuzuje na pravdépodobnost nebo cetnost néjakéeho jevu podle toho, jak lehce si jej dokdzeme vybavit

= "Pokud sijich pdr vybavim rychle, urCité jich je mnoho. Pokud je tézké na néjaky pirijit, bude jich mdlo.”



HEURISTIKA DOSTUPNOSTI (AVAILABILITY)

= Je vétsi pravdépodobnost, Ze vas zabije padaijici kokos, nez zralok.




HEURISTIKA DOSTUPNOSTI (AVAILABILITY)

= “Jajsem udélal vétsinu prace na projektu do psychologie”
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THE AVAILABILITY HEURISTIC
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HEURISTIKA
REPREZENTATIVITY

V ROZHODOVANI
SE RIDIME TIM, JAK
MOC KONKRETNI
JEV ODPOVIDA
TYPICKEMU
ZASTUPCI
KATEGORIE



HEURISTIKA REPREZENTATIVITY

= Linda



Michal Ďuriník

Michal Ďuriník


HEURISTIKA
UKOTVENI
(ANCHORING)

VYSTAVENI
CISELNE HODNOTE
PRED
ROZHODNUTIM
MUZE OVLIVNIT
NASI ODPOVED
NA OTAZKU
“KOLIK"?2



HEURISTIKA UKOTVENI (ANCHORING)

= Vystaveni Ciselné hodnoté pred rozhodnutim mUze ovlivnit nasi odpoveéd na otdzku “kolik™?

=  QOdrazime se od referencni hodnoty a tu upravujeme az ndm vysledek prijde dobry



HEURISTIKA UKOTVENI (ANCHORING)

= Jak vysoky je Ararat, nejvyssi hora Arménie?




HEURISTIKA UKOTVENI (ANCHORING)

= Jak vysoky je Ararat, nejvyssi hora Arménie? Je to vic nez 2000 me




HEURISTIKA UKOTVENI (ANCHORING)

= Jak vysoky je Ararat, nejvyssi hora Arménie? Je to vic nez 7000 me




HEURISTIKA UKOTVENI (ANCHORING)

= Jak vysoky je Ararat, nejvyssi hora Arménie¢ Je to 4090 m

>\

/\



Michal Ďuriník

Michal Ďuriník

Michal Ďuriník

Michal Ďuriník

Michal Ďuriník

Michal Ďuriník

Michal Ďuriník

Michal Ďuriník

Michal Ďuriník


HEURISTIKA UKOTVENI (ANCHORING)

= Zlaté prasatko: 75.50,-
= 99 Zlatych prasatek: 88.70,-




DOOR IN THE ZACNEME S
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DOOR IN THE FACE TECHNIKA

MOM, CAN T SET FIRE
T MY wm?,

LD

‘g
ir

€ 1985 Unvanut Press Synacans




DOOR IN THE FACE TECHNIKA

MOM, CAN T SET FIRE 1 MY
TOMY BEMA'\TR%?, \C.YC&D%N

=3 THE RQOF?
,.; @
% e




DOOR IN THE FACE TECHNIKA

Nou, CAN T SET FIRE THEN CAN 1
T MY BED MATTREES ? \&C&'D%hhld ¢ HAE A IE:

y THE ROOF?
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DOOR IN THE FACE TECHNIKA

MOM, CAN T SET FIRE THEN CAN 1
™ MY BED MATTRESS 7 \O](:C&‘:‘D%hhld t WATE e @
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PROC HEURISTIKY VYUZIVAME?2

= Rozhodovdnije namdahavée
= Seffi &as

= Véfsinou jsou spravné




NUDGING

DROBNE

OVL

ROZHODNUTI

IVNEN|

CILEM JE OVLIVNIT

NOY
KON

HODNUTI
KRETNIM

SME

N=\Y



NUDGING

= Jsme ovlivihovani heuristikami. Ty Casto zAvisi na rozhodovacim prostredi — jakd informace se prezentuje
prvni, jak se nastavi vychozi moznost, atd. Zdmérem nudgingu je pomoci lidem k spravnym rozhodnutim,
aniz by si to uvedomili.

= Drobné ovlivhéni rozhodovaciho procesu, kterého cilem je ovlivnit rozhodnuti jedince konkrétnim smérem
= Zachovdava svobodné rozhodnuti, je jednoduché se mu vyhnout

= Vyuziva presvédcovaci techniky a heuristiky. PouZivaiji je viady, firmy, ale treba | rodiCe.



PRIKLAD NUDGINGU: SAVE MORE TOMORROW
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NUDGING
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AVERZE KE ZTRATE (LOSS AVERSION]

value

Gains

Losses

Reference point

& outcome



AVERZE KE ZTRATE (LOSS AVERSION]

= Je lepsi ziskat 1000,-, nez ziskat 2000,- a pak ztratit 1000, -
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DOTAZNIK: NEMOC




A

Ye

DISEASE

N

If Program A is adopted, 400
people will die
If Program B is adopted, there
iSs a one-third probability that
nobody will die and a two-
thirds probability that 600

people will die

o /

d

o

~

If Program A is adopted, 200
people will be saved
If Program B is adopted, there
IS a one-third probabillity that
600 people will be saved and
a two-thirds probability that no
people will be saved /




IF YOU RUN THE NUMBERS...

Prc

/

\_

Program A: 200 live, 400 die

Program B: p(all live)=1/3

po(none live)=2/3

~

D)

/

.

4 N

Program A: 200 live, 400 die

Program B: p(all live)=1/3
p(none live)=2/3

o /




IF YOU RUN THE NUMBERS...

35% 65% 68% 32%

Adopt Program A Adopt Program B Adopt Program A Adopt Program B

@ Adopt Program A [l Adopt Program B @ Adopt Program A [l Adopt Program B

[ Numbers dead ] [ Numbers saved ]




 EFEKT
NAVNADY

ATRAKTIVITU
ALTERNATIVY LZE
ZVYSIT UVEDENIM
PODOBNE, ALE
HORSI MOZNOSTI




DOTAZNIK: POPCORN




VOLBA

AQ

1 litr 34,-

5 litr0 95,-




VOLBA

AQ

1 litr 34,-

5 litr0 95,-

.

| lifr 34,-
3 litry 94,-

5 litr0 95,-

/




70%

Small (1 liter) box of popcorn for 34,- CZK

@ small (1 liter) box of popcorn for 34,- CZK [l Large (5 liter) box of popcorn for 95,- CZK



70% 42% 42%

Small (1 liter) box of popcorn for 34,- CZK Small (1 liter) box of popcorn for 34,- CZK Large (5 liter) box of popcorn for 95,- CZK

@ small (1 liter) box of popcorn for 34,- CZK ([l Large (5 liter) box of popcorn for 95,- CZK @ small (1 liter) box of popcorn for 34,- CZK [l Medium (3 liter) box of popcorn for 94,- CZK

B Large (5 liter) box of popcorn for 95,- CZK



Adding Asymmetrically Dominated
Alternatives: Violations of Regularity
and the Similarity Hypothesis

JOHN W. PAYNE
CHRISTOPHER PUTO*

An asymmetrically dominated alternative is dominated by one item in the set but
not by another. Adding such an alternative to a choice set can increase the prob-
ability of choosing the item that dominates it. This result points to the inadequacy

of many C
not otherwi

urrent choice models and suggests product line strategies that might
se be intuitively plausible.

-

An important issue in marketing is understanding how
the introduction of a new brand into a market will be
réflected in choice probabilities or market shares. A stan-
T 1 eed in such situations is to assume that a new

I 1

models are increasingly being used to aid marketing man-
agers making marketing entry decisions (e.g., Urban, J ohn-
son and Brudnick 1980).

While substantially different in their underlying assump-
T uce choice model and the proposed revisions do












KONTEXT

70% 42% 42%

Small (1 liter) box of popcorn for 34,- CZK Small (1 liter) box of popcorn for 34,- CZK Large (5 liter) box of popcorn for 95,- CZK

8 small (1 liter) box of popcorn for 34,- CzK [l Large (5 liter) box of popcorn for 95,- CZK @ small (1 liter) box of popcorn for 34,- CZK [l Medium (3 liter) box of popcorn for 94,- CZK

B Large (5 liter) box of popcorn for 95,- CZK

Same Small and Large options presented in different context appear differently.



RELATIVNI
VNIMANI
HODNOTY

CASTO SE
NEROZHODUJEME
PODLE
ABSOLUTNICH, ALE
PODLE
RELATIVNICH
HODNOT




DOTAZNIK: USETRENYCH 200, -




2 OTAZKY

You need to buy a book for
one of your courses. The
regular price is 400,- CZK. You
find that a sfore across the
town has that book for 200, -
CZK. Will you take the 40
minute journey to go and buy
it?

You need fo buy a new laptop
computer. The regular price is
18 400,- C/ZK. You find that a
store across the town has
exactly the same laptop for 18
200,- CZK. Will you take the 40
minute journey to go and buy
it?



2 OTAZKY:

-~

.

saving 200,- fo youe

~

Is 40 minutes of your time worth

/

-~

~

Is 40 minutes of your time worth

.

saving 200,- fo youe

/




MA 40 MINUT HODNOTU 200,-2

[ Book ]




MA 40 MINUT HODNOTU 200,-2

[ Kniha ] [ Pocitac ]




200,- = 200,-, CO SE DEJE2?

| Md 40 minut hodnotu 200,-2 || Md 40 minut hodnotu 200,-2 |




200,- 1S 200,-, OR IS IT?

-

o

U knihy je 200,- polovina ceny

N

J

o

U pocitace je 200,- jenom
drobek.

Casto se herozhodujeme podle absolutnich, ale podle relativnich hodnot.







REKAPITULACE
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REKAPITULACE

System 1
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Unconscious

Automatic
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